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THE EDUCATION ADMINISTRATOR AND THE MASS MEDIA:
THE INFLUENCE OF TELEVISION NEWSCASTERS
ON THE SUPERINTENDENT'S PROGRAM
AND HIS PUBLIC IMAGE
The problem investigated in this study was in the area of school
public relations. The specific problem focuses on the ability of news¬
casters to influence an audience's understanding or non-understanding,
and acceptance or rejection of a school administrator and his educational
program through bias reporting.
Related research in the following areas were reviewed:
(1) components of communication, (2) relative frequency of several types
of communication effects with a major focus on reinforcement, and
(3) efficiency of communication in creating opinions and attitudes on
issues. The review revealed that: (1) sources which the audience held
in high repute appeared to effect the acceptance of the message, while
sources that were not held in high esteem led to rejection of the
message; (2) positive, persuasive effects of communication occurred more
frequently as agents of reinforcement than as agents of change, with
reinforcement having the dominant effect; and (3) communication medias
were effective in influencing opinions on matters where the individual
did not have pre-existing convictions.
The hypothesis of this study was tested in an experimental
design by the development of a simulated newscast with comparison groups
answering questions from a thirteen-item questionnaire, based on their
reaction to the newscast. The simulated newscast was a media tape of a
1
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newscaster making a neutral, negative or positive commentary on an
educational announcement by Dr. Alonzo Crim, Superintendent of Atlanta,
Georgia Public Schools.
The population used in this study was selected at random from
the Washington, D.C. metropolitan community.
The following findings were made:
1. Television newscasters do influence an audience's under¬
standing of an educational program.
2. Television newscasters do influence an audience's acceptance
of an educational program.
3. Television newscasters do influence an audience's rejection
of an educational program.
4. A positive commentary by a newscaster on an educational issue
does yield an acceptance by the audience on that educational issue.
5. A negative commentary by a newscaster on an educational
issue does yield a rejection by the audience on that educational issue.
6. A positive commentary by a newscaster on a school adminis¬
trator's announcement does not change the audience's image of that
administrator.
7. A negative commentary by a newscaster on a school adminis¬
trator's announcement does change the audience's image of that
administrator.
Among the study's recommendations were that: (1) Superinten¬
dents should establish good relations between themselves and television
representatives; (2) superintendents should establish a School Public
3
Relations program in their district; and (3) further research should
be conducted to ascertain the influence of newscasters if their sex
and race are different from the superintendent.
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The influence of the mass media upon the individual and society
is so extensive that most people do not fully understand it. The
media--television, radio, newspapers, magazines, books and films--
affect either directly or indirectly virtually every facet of man's
social and cultural environment. The mass media contributes to
social change, shapes attitudes and values, influences political
choices, and molds buying habits. In our highly complex world, a
citizen must rely heavily on the mass forms of communication for
his knowledge of society.
Concern about the influence of the mass media has been
prevalent for several decades. In 1957, Packard wrote:
Large-scale efforts are being made, often with impressive
success, to channel our unthinking habits, our pur¬
chasing decisions, and our thought processes by use
of insights gleaned by psychiatry and the social science.
Typically these efforts take place beneath our level of aware¬
ness; so that the appeals which move up are often in a sense
"hidden." The result is that many of us are being influ¬
enced and manipulated, more than we realize, in the
patterns of our everyday lives.*
^Vance Packard, The Hidden Persuaders (New York: David
McKay Co., Inc., 1957), p. 5.
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About the same time in history that Packard was making his
observations, the American people were witnessing the introduction
and development of one form of mass media that has become the most
extensively used medium--television. McClosky states that more than
ninety percent of American homes have television receivers and that
these are being used by someone about six hours each day. What
effect this has on viewers may not be precisely known, but it is
sufficiently understood for McClosky to write:
Facts about the extent to which television pervades and
shapes daily conversation leave no doubt that, for good
or ill, its influence is unprecedented. With respect
to the elements of effective communication, credibility
and capacity to command attention and sustain interest--
television apparently out ranks all other media.^
L. Kindred described television as possessing greater
attracting power than any other previous medium or combination of
media.^
Obviously, a medium with such influence could not long exist
before being utilized to serve the education system in the United
States. It was recognized as early as 1949 by Gable, that tele¬
vision could be used effectively to interpret the educational program
to the public. She wrote, "If television and schools are to get
2
Gordon McClosky, Education and Public Understanding (New York
Harper and Row, 1967), p. 485.
^Ibid.
\eslie W. Kindred, ed.. Communication Research and




together, now is the time." Just four years later, Callahan was
saying that television is serving the schools as an excellent public
relations medium. It was at that time being used to interpret the
needs of the school, the curriculum materials, the methods of
instruction, the personalities of the teachers and the administrators
and even the character of the pupils.^
In 1962, an attempt was made by Roper and Associates to
determine just how seriously people viewed television, for this has
great bearing on the extent to which it could be effectively used in
the school's public relations program. In an extensive survey, they
asked, "Suppose you could continue to have only one of the following:
radio, television, newspapers, or magazines—which one of the four
would you most want to keep?" Television was chosen by 42 percent,
newspapers by 22 percent, radio by 22 percent, magazines by 4 percent,
and 4 percent said they did not know. A second question asked,
"If you get conflicting reports of the same news story from radio,
television, the magazines and the newspapers, which of the four
versions would you most be inclined to believe?" Television was
chosen by 39 percent, newspapers by 24 percent, radio by 12 percent,
magazines by 10 percent, and 17 percent said they did not know.^
^Martha Gable, "Public Relations Values of Television,"
Nations Schools (June, 1949), p. 56.
^Jennie Waugh Callahan, Television in School, College and
Community (New York: McGraw Hill Book Co., Inc., 1955), p. 133.
^McClosky, Education, p. 192.
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Results such as these indicate that Americans view television
as more than just mere entertainment. It is accepted as the most
reliable source of information. This increases the potential of
television to have an influence over the school administrator's
program and his public image.
In the school administrator's role as overseer, director
and developer of the school program, he is related to broadcasting
in much the same way that he is related to all other media and
techniques through which information, ideas, and concepts can be
stated or conveyed to the individual. As one school administrator
stated:
[The administrator] is concerned with broadcasting as an
electronic link between those who create or organize
information and those who receive it. He must also be
concerned with the originations of information or its
particular organization for feeding data to the
electronic link; with volume, distribution, and pur¬
poses of the information received; and with the effec¬
tiveness of the uses to which the link is put.^
In order for the superintendent to institute innovative
programs in the school system, he or she must be able to convey to
board members, administrators, teachers, and community people the
worth of these programs. This is done through a "clear" understanding
of the program; in essence the persuading of people (board members,
teachers, etc.) to your (superintendent's) point of view. The best
medium for persuasion is the mass media. Klapper stated, "Thousands
of experiments have established beyond reasonable doubt that
^Donald G. Emery, "The Administrator's Role," The Bulletin
of the National Association of Secondary School Principals
50 (October 1966): 177.
5
persuasion can be achieved by the planned or even unplanned presenta-
g
tion of appropriate content through mass media."
The art of persuasion for the schools and ultimately the
superintendent is or should be handled by the Public Relations
Division. Public relations are inevitable for schools and therefore
for "school people"--professional educators.
No teacher, principal, superintendent of schools, nor any
other member of a local school staff can avoid relations with the
public. Such circumstance is fortunate since "The Public" is at the
same time the consumer and the paying proprietor of the schools.^^
Public relations not for the sake of "white washing" what is
happening in the school or what the superintendent is doing but
public relations for the sake of accentuation of the positive as
well as the negative and communicating to the public the programs of
the schools. As Campbell stated.
We do not subscribe to the . . . concept of "selling"
the public schools to the people. Actually the people
already hold little to the public schools. We do
believe, however, that after schools and community
representatives reach agreement on programs and those
programs are put into operation, there must be full
and frequent reporting to the community. . . .11
The major purpose of this study is to show the great influence that
television newscasters have on the formulation of audiences' opinions
on the superintendent's educational programs and his public image.
Q
Joseph Klapper, The Effect of Mass Communication (Glencoe:
The Free Press, 1969), p. 137.
^*^McClosky, Education, p. 398.
Ronald F. Campbell et al.. Introduction to Educational
Administration (Boston: Allyn and Bacon, Inc., 1966), p. 99.
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Statement of the Problem
The problem investigated in this study was in the area of
school public relations. The specific problem focuses on the
ability of newscasters to influence an audience's understanding or
non-understanding, and acceptance or rejection of a school admin¬
istrator and his educational program through bias reporting.
To accomplish this study an attempt was made to answer the
following questions:
1. Do television newscasters influence an audience's
understanding of an educational program?
2. Do television newscasters influence an audience's
acceptance of an educational program?
3. Do television newscasters influence an audience's
rejection of an educational program?
4. Does a positive commentary by a newscaster on an
educational issue yield an acceptance by the audience on that
educational issue?
5. Does a negative correnentary by a newscaster on an educa¬
tional issue yield a rejection by the audience on that educational
issue?
6. Does a positive commentary by a newscaster on a school
administrator's announcement change the audience's image of that
administrator?
7. Does a negative commentary by a newscaster on a school
administrator's announcement change the audience's image of that
administrator?
7
Importance of the Study
Calburn has pointed out the necessity of a basic understanding
and a good relationship between school superintendents and newspaper
12
personnel. He insists that a good relationship is essential for
our freedom and democratic process of government. Since the literature
indicates the great influence of the television medium, it follows
that its proper use is to that degree related to our future freedom
and democratic process of government, especially in regard to public
schools in the United States, which depends on the local support of
the community. If this support is not forthcoming, the school
program is hindered and the education provided for the children
of the community fails to meet the level of excellence these
youths deserve.
A good public relations program will, of course, utilize
several media. The television is one medium that should be used.
However, just the use of television is not the answer; it must be
used properly. Moehlman warns the school administrator that, "tele¬
vision (for public relations) is not a panacea to the school man's
problem ... it can serve to either advance or to retard the cause
13
of education."
The importance of this study was based on the assumption that
television, now and increasingly more in the future, will be
^^John Calburn, "The Responsibility of the Press," Theory Into
Practice 3 (October 1964): 121-25.
1 ?
Arthur B. Moehlman and Van Zwall, School Public Relations
(New York: Appleton-Century-Crofts, Inc., 1957), p. 472.
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interpreting the school program to the community. The concern of
this research was to show the great influence that television news¬
casters have, and the need for an effective, astute school admin¬
istrator, who can use television and especially news programs as a
medium to interpret the school administrator and his programs to the
community.
Research Methodology
The basic hypothesis of this study is to test whether
television newscasters have any influence on an audience's opinion
of a school administrator, as well as their acceptance or rejection
of an educational program. This hypothesis was tested by the
development of a simulated newscast with comparison groups answering
questions based on their reaction to the newscast.
The media tape of Dr. Alonzo Grim (Superintendent of Atlanta,
Georgia, Public Schools) making an educational announcement, and a
media tape in three clips of a newscaster making either a positive,
negative, or neutral commentary was the independent variable—stimulus
in the study. The superintendent and the newscaster used in this
study are both Black males.
The presentation of the stimulus was in such a manner that:
GROUP I—watched the clip of the newscaster making a
neutral commentary, then answered questions on that segment, then
watched Dr. Grim's announcement and answered questions on that segment.
GROUP II--watched the clip of the newscaster making a
negative commentary then answered questions on that segment, then watched
Dr. Grim's announcement and answered questions on that segment.
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GROUP III—watched the clip of the newscaster making a
positive commentary then answered questions on that segment, then
watched Dr. Crim's announcement and answered questions on that
segment.
The results of the data gathered from these three comparison
groups were the basis used to draw findings, conclusions and
implications in this study.
Population
The subjects used in the study were selected at random
from the Washington, D.C., metropolitan community.
Since the superintendent used in the simulated newscast is
the Superintendent of Atlanta Public Schools, the use of a population
outside the Atlanta area helped alleviate the interviewing variable
of--familiarization of the subject thereby coloring the objectivity
of the subject.
Definition of Terms
In order to ensure clarity of meaning, several terms used
in the study are defined here:
Audience. This is the group to whom the simulated newscast
was directed.
School superintendent. The chief executive of a school
district is called a school superintendent. He is legally respon¬
sible for the administration of the school district which includes
the interpretation of the total school program to people of the school
district. Upon him falls the responsibility to provide the highest
10
quality of education possible, with the means available, for the
children of the community.
School public relations. There are numerous definitions of
the term "public relations." In 1952 Cutlip and Center^^ devoted
an entire chapter to the definition. "School public relations" is
the "public relations" program used by the school; thus with that in
mind "school public relations" is defined as an informational
relationship between a school institution and its public with an
attempt to influence favorably the public by the presentation of
information about the institution which will help the public under¬
stand the various aspects of its total program, also an attempt is
made to influence the behavior of the schools by conveying to it
the opinions and thoughts about the institution held by its public.
15
McClosky would add to this definition, the emphasis of school
public relations being a continually ongoing process.
Limitation of the Study
Broad generalizations were not made in this study because of
certain variables over which the researcher had no control, other than
through randomization. These variables were:
1. The attitudes and opinions of the subjects from the
Washington, D.C., area towards superintendents of schools and education
in general. (The Superintendent of the D.C. Public Schools at the time
of this study was going through a bitter controversy with the news
community.)
^^Scott M. Cutlip and Allen H. Center, Effective Public Relations
(New York: Prentice-Hall, Inc., 1952), pp. 139-56.
15
McClosky, Education, p. 69.
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2. The use of a simulated newscast which in itself was not
as influential as a real newscast by a real newscaster on a real
commercial station.
CHAPTER II
REVIEW OF THE LITERATURE
Introduction
Many studies have been conducted to ascertain the effect of
newspaper reporting of various educational personalities and issues.
This study has similar concerns; it deals with the handling of educa¬
tional matters by a newscaster in a relatively new and powerful means
of communication, that of television. Concern here is the ability
of newscasters to influence an audience's understanding or non¬
understanding and acceptance or rejection of a school administrator
and his educational program. This concern lends itself to "school
public relations" which becomes the vehicle to deal with the influ¬
ence of newscasters, thus permitting the use of news programs to
interpret the school administrator and his programs to the community.
The key issue in much of the literature reviewed centered on how the
listener, the reader, or the viewer should react to communication
media. As such, attention was given to the opinions, values, and
behavior of the individual.
The review for this study was based on a social psychological
approach. As Dale and Williams pointed out:
[Television] serve(s) primarily to reinforce the pre¬
vailing culture patterns, and that the very conditions
which make for maximum effectiveness of [television]
communication operate toward the maintenance of the
12
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going social and cultural structure rather than toward
its change. ... we must realize that the principles
needed for an understanding of communication are the
very ones needed for an understanding of patterns of
behavior. . . .'o
This chapter is divided into three sections. The first part
deals with the components of communication. The second includes the
frequency of the several types of communications and then focuses
upon the most common, reinforcement. Part three considers the
efficiency of communication in creating opinions and attitudes on
issues.
The Components of Communication
According to Schramm, communication always required at least
three elements: the sender, the message and the receiver.The
sender of a message has been shown to influence the effectiveness of
the communication. In general it was found that sources which the
audience held in high esteem lead to the acceptance of the message
and sources held in low esteem lead to the rejection of the message.
The sender. Houland and Weiss presented a series of four
articles to a group of college students. Each article that was
presented to one-half of the group was attributed to a source previously
established as possessing "high credibility," and each article presented
to the other half of the group was presented as having "low credibility.
1 fi
Encyclopedia of Educational Research, 3rd ed., s.v. "Mass
Media," by Edgar Dale and Harold Williams, pp. 794-95.
^^Wilbur Schramm, Mass Communications (Urbana, Illinois:
University of Illinois, 1960), p. 299.
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Carl J. Houland and W. Weiss, "The Influence of Source




Communications attributed to high credibility sources were more often
considered "fair" than corrmunications attributed to low credibility
sources. Directly after exposure, the net change in the direction
of the communication was found to be three and one-half times as
great among those who read the communications attributed to the high
credibility sources. The differential, however, was not permanent.
One month after tests were administered to the foregoing group, no
significant difference was noted.
The findings of these studies were in accord with one con¬
ducted by Merton who studied the power of prestige sources to
19
facilitate persuasive communication. Kate Smith, for instance,
succeeded in getting $39 million of (war) bond pledges in the course
of an eighteen-hour radio marathon. Some of those who bought bonds
did so on her advice because: She spoke to the audience as a mother
20
would to a child. Whatever she tells you is true.
In the review of the literature it was found that there was
a difference in the relative persuasive power of the several media
21 22
of communication. Studies conducted by Wilkie, Knower, Contrel
19
Robert K. Merton, Mass Persuasion (New York: Harper and
Brathess, 1946), p. 3.
^°Ibid., p. 150.
21
W. H. Wilkie, "An Experimental Comparison of the Speech,
the Radio, and the Printed Page, Ad Propaganda Devices," Archives
of Psychology, no. 169, 1934.
22
Franklin R. Knower, "Experimental Studies of Changes in
Attitudes--!: A Study of the Effect of Oral Argument on Changes
of Attitude," Journal of Social Psychology 6 (August 1935): 315-47.
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and Allport, for instance, indicated that face-to-face contact was
more persuasive than radio and that the latter was more effective
than the printed word.
Comparative studies,in which the use of several media plus
face-to-face contact were employed, indicated better reception of
the message. Staudahar and Smith found that the film, for example,
produced more favorable attitudes toward discipline when it was
24
preceded or supplemented by a lecture. However, additional research
is needed to support these types of results.
The message. A perennial issue in communication research
is the question of whether persuasion is more effective when it
presents only one or more sides of the problem.
Thistlewaite et al. found that the one-sided presentation
was generally more effective in inducing attitude changes in the
25
intended direction. Those versions demonstrating refutations
were found to be "discounted."
On the other hand, the two-sided communication appeared
to be more effectively persuasive in a study conducted by
23
Hadley Contrel and Gordon All port. The Psychology of Radio
(New York: Harper and Brathess, 1935), p. 125.
24
Frank T. Staudahar and Robert G. Smith, Jr., "The Contribu¬
tion of Lecture Supplement to the Effectiveness of an Attitudinal
Film," Journal of Applied Psychology 40 (April 1956): 109-11.
OC
Donald L. Thistlewaite et al., "The Effects of Directive and
Non-Directive Communication Procedures on Attitudes," Journal of
Abnormal and Social Psychology 51 (July 1955): 107-13.
16
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Lumsdaine and Jam's. Such results occurred when the group had
been apprised of counter-arguments.
One-sided communication appeared able to have a persuasive
effect when members of the audience were required to commit themselves
publicly after exposure to a conmunication. Houland et al. reported
the committed group resisted the second communication far more than
did the uncommitted group. Cumulative research in this area has
shown:
1. A two-sided presentation was more effective than a
one-sided one
a. when, regardless of initial opinion, the
audience was exposed to subsequent counter-propaganda,
or
b. when, regardless of subsequent exposure to
counter-propaganda, the audience initially disagreed
with the commentator's position
2. Conversely, a two-sided presentation was less effective
than a one-sided one if the audience initially agreed with the commen-
27
tator's position and was not exposed to later counter-propaganda.
Further study is needed to learn whether one-sided presenta¬
tions and required audience commitment are more or less effective
than, for example, the two-sided communication.
pc
Arthur A. Lumsdaine and Irving L. Janis, "Resistance to
'Counter Propaganda' Produced by One-Sided and Two-Sided 'Propaganda'
Presentation." Public Opinion Quarterly 17 (Fall 1953): 311-18.
27
Carl J. Houland et al., The Order of Presentation in
Persuasion (New Haven, Connecticut: Yale University Press, 1957),
p. 110.
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Persuasive communications were also studied in respect to
threat appeals. Connell and MacDonald viewed threat avoidance as a
potential explanation for their findings that smokers read fewer
articles relevant to cancer and cigarettes than non-smokers and were
28far less often persuaded than a causative situation existed.
Repetition as an element of persuasive communication has been
the subject of considerable research. Rose concluded that repetition,
particularly at intervals, increased the effectiveness of the
conmunication.^^
Communication research also confirmed the position that
persuasion was more likely to be effective when it could make the
opinion or behavior it brought to an audience, a mode of satisfaction
for its current needs. The creation of new needs and the instilling
of the audience with the drive to satisfy these needs were found to
be more difficult to achieve.
Cartwright claimed, "To induce a given action by mass per¬
suasion, this action must be seen by the person as a path to some
30
goal that he has." Likert proposed that appeals must be related to
31
what Lewin termed the "Life Space" of the audience.
28
Charles F. Connell and James C. MacDonald, "The Impact of
Health News on Attitudes and Behavior," Journalism Quarterly
33 (Summer 1956): 315-23.
29
Arnold M. Rose, "The Use of Propaganda to Reduce Prejudice,"
International Journal of Opinion and Attitude Research 2 (January 1948)
220-29.
30
Darwin Cartwright, "Some Principles of Mass Persuasion:
Selected Findings of Research on the Sale of United States War Bonds,"
Human Relations 2 (July 1949): 261.
31
Rensis Lewin, "A Neglected Factor in Communication,"
Audio-Visual Communication Review 2 (Summer 1954): 163-77.
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Many studies investigated the organization of communication
content and techniques of presentation. Lund, for example, stated
the law of primacy in persuasion in which he stipulated that the
first point in a given problem to which an audience was exposed was
likely to be more persuasive and remained so than later counter¬
positions.32
Investigations pursued at Yale University were reported by
Houland et al. The combined findings from all of the different
studies reported suggest that the side of an issue presented first
is likely to have a disproportionate influence on opinions under
the following conditions:
1. When clues as to the incompatibility of different items
of information are absent
2. When the contradictory information is presented by the
4
same communicator
3. When committing actions (of public nature) are taken (by
the audience) after only one side of the issue has been presented
4. When the issue is an unfamiliar one, and
5. When the recipient has only a superficial interest in
the issue (low cognitive need).33
Another study revealed a moderately significant relationship
between agreement on one hand, and both communication and mutual
liking on the other. The relationship between communication and
32f. H. Lund, "The Psychology of Belief; IV. The Law of
Primacy in Persuasion," Journal Of Abnormal and Social Psydhdloqv
20 (December 1958): 183-91.
33carl J. Houland et al., Presentation, pp. 154-55.
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agreement disappeared under conditions of low liking, and the relation¬
ship between liking and agreement disappeared in the absence of
34
communication. Less conclusive findings were substituted for liking.
The receiver. Cooper and Deverman observed that when
minority groups were very small they were likely to consist of
OC
individuals who were firmly set in their convictions. They found
that messages that had been agreed upon by a large majority had very
little if any effect on the small minority which had disagreed
originally. Asch found that individuals tended to hold to their own
opinions even during periods of opposition if the support by just
one member was present.^®
Effects of Communication
The underlying consensus in the various studies relevant to
the media of communication was that the media made a real difference
in the way that man lived. For example, Seldes in considering the
effects of the medium of television pointed out:
Television will have an effect on your lives even if you
never own a television set and never see or hear a
broadcast. The fatal weakness of all efforts to control
the excesses and correct the errors of television in the
United States is the attitude of people who think
^^Ibid., p. 158.
Eunice Cooper and Helen Deverman, "Analysis of the 'Don't
Be A Sucker': A Study in Communication," Public Opinion Quarterly
15 (Summer 1951): 243-64.
^^S. W. Asch, Social Psychology (New York: Prentice-Hall,
Inc., 1952), p. 83.
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themselves untouched because they never look at
inferior programs or never see television at all. ^
A number of studies indicated that positive, persuasive
effects of communication occurred more frequently as agents of
reinforcement than as agents of change. Within a particular
communication, reinforcement was found to be the dominant effect,
minor change such as in the intensity of opinion rather than
conversion to an idea or way of life was found to be the next most
common effect of communication.
The tendency of communication media to reinforce opinions
of the public rather than convert them has also been documented by
38
the Bureau of Applied Social Research. Five hundred sixty adult
residents of Springfield, Missouri, were interviewed before and after
a week-long media and communications campaign designed to improve
their attitude toward the oil industry. Seventy-eight percent of
the interviewees retained their original position; 13 percent
decided to turn from anti to pro, and 9 percent went in the opposite
direction.
Allport and Pastman found that material which did not suit
the predispositions of the perceiver was likely to be recast to fit
not only his span of comprehension and retention, but, likewise, his
^^Gilbert Seldes, "Social Effects of the Mass Media," Bulletin
of the National Association for Better Radio and Television (Los Angeles
November 1952), p. 20.
38
Bureau of Applied Research, The Effects of Oil Progress
Week, 1952: A Summary of a Supplemental Report (New York: Columbia
University Press, 1954), p. 60.
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own personal needs and interests. What was outer became inner; what
39
was objective became subjective.
Hayes found that Americans were significantly more susceptible
to persuasion than were the Cubans and Jamaicans, for example
(P = .-15 and P = .0001, respectively).^^ The writer hypothesized
that nationality differences in susceptibility to persuasion and in
credibility perception were attributed to various political, social,
economic, and historical factors in the background of the particular
national group.
Those studies of opinion leadership and personal influence
have been centered on the impact of the effects of communication
for the public in attitude and behavior change. Practically no
attention has been given to the potential influence of opinion
leaders in discouraging change.
The opinion leader was found to support his party's position
more than other group members. The Berelson et al. voting study
found that opinion leaders represent or symbolize the given group's
norms in the particular sphere—the given group norms, say, labor's
and not business; and in the particular sphere, say voting, not
running the community welfare movement or baseball team. Those men
can better lead who are travelling the same road as their followers
41
but are a little ahead.
^^Ibid., p. 81.
^°Ibid., p. 145.
Bernard Berelson et al., Voting: A Study of Opinion
Formation in a Presentational Campaign (Chicago: University of
Chicago Press, 1954), p. 113.
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Katz found that regardless of the role of opinion leaders
in the processes of individual opinion change, the influence of
opinion change, the influence of opinion leaders in reference to
group norms was, theoretically, quite likely to be expended in favor
42
of reinforcement.
As a gate keeper or transmitter of communication to the
public for instance, the opinion leader might readily transmit or
approve data in accord with group norms and might fail to transmit
material opposing such norms.
More research on the role of opinion leadership would be
necessary to increase and refine knowledge of personal influence
and of the two-step flow of communication. Special attention to the
interplay of communication between the opinion leader and the public
is essential to determine why and how opinion leadership increases
the reinforcement potential of communication.
Effectiveness of Communication
Lang and Lang analyzed the way in which three television
networks covered an evening's proceedings during the 1952 Democratic
43
National Convention. They found that although the networks reported
the same happenings, there was a difference in the structure and the
42
E. Katz, "The Two-Step Flow of Communication: An Up-to-
Date Report on a Hypothesis," Public Opinion Quarterly 21 (Spring 1957)
73.
43
Gladys E. Lang and Kurt Lang, "The Influential Structure of
Political Communications: A Study in Unwitting Bias," Public Opinion
Quarterly 19 (May 1955): 169-84.
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interpretations. "Monitoring groups assigned by the investigators to
observe certain channels, tended to take over on their own interpre-
44
tations stressed on their channel." These monitors "rated"
themselves "Politically Sophisticated,"^^ even though they had not
witnessed the particular events depicted. Their interpretation
patterned after that of the network would appear to have substan¬
tiated the ability of the agents of the television medium to
create opinions pertinent to issues introduced for the first time
to individuals having no prior knowledge of the issue.
Hemmelweit et al. studied British television. In reference
to certain topics they reported that television influenced the
thoughts of children who had no previous information about the
particular program matter but it did not affect the opinions of
children who had prior data relevant to the program content.
More specifically, the authors investigated the effects of
television on ten-to-fourteen-year-old children's anxieties about
46
growing up, their "ideal of a grown-up," their desires and
expectations regarding marriage, goals, and "get(ting) on in the
world,as well as certain differences and to citizens of other




Hilde T. Hemmelweit et al., Television and the Child
(London: Oxford University Press, 1959), p, 248.
^^Ibid., p. 243.
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Television exerts an influence only where the views are
not already firmly fixed, or when it gives information
not already obtained from other sources.
There is an optimal age of responsiveness for each
attitude or topic presented.48
The findings suggested that television exerts an influence
upon child viewers in British cities; the extent of their applica¬
bility to children and adults in the United States would depend upon
the similarity of settings of several of the mediating variables.
In this area of communicating facts, the communication media
were found to be highly effective. Houland et al. found different
oral and visual media potent means of teaching soldiers how to read
49
maps and how to handle the phonetic alphabet.
Considerable data indicated that the communication media
were effective in influencing opinions on matters about which the
individual did not have pre-existing convictions. More research,
however, is needed on the effects of certain types of communication
on issues that have never been introduced to the individual.
Berelson's conclusions relevant to communication were found
to be a basic premise of the research reviewed:
Some kinds of communication on some kinds of issues,
brought to the attention of some kinds of people under
some kinds of conditions, have some kinds of effects.^®
^®Ibid., p. 260.
49
Houland et al., Presentation, p. 126.
•in
Berelson. Voting, p. 172.
CHAPTER III
DESIGN OF THE STUDY
This chapter concerns the following areas:
1. The development and production of the video tape
2. The organization and design of the questionnaire
3. The population selection, and
4. The procedure used in the analyzation of the data
The Development and Production
of the Video Tape
The simulated newscast produced in conjunction with Clark
College's School of Instructional Media was developed in two parts:
(a) the superintendent's announcement, and (b) the newscaster's
commentary.
The first part—the superintendent's announcement--was an
authentic announcement made by Superintendent Crim during his initial
months of office. The film, borrowed from commercial station
WXIA-TV in Atlanta, was transposed through electronic process from
film to video tape, thus increasing the mobility of showing and
decreasing the cost. The superintendent's announcement stated that
the students of Atlanta Public Schools would increase their reading
levels by 25 percent in the next school year through the use of
special reading programs and a strong emphasis on reading in every
25
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classroom. This film announcement was edited to a one-minute tape
presentation.
The second part—the newscaster's commentary—was produced
in three clips: positive, negative and neutral. Each clip had
the following sub-components:
a. script writing and revision
b. casting and filming, and
c. editing
The scripts were written in such a manner that the bias
reporting came through in the tone of the newscaster and the use of
certain pungent words. After several writings and revisions the
following scripts were used:
1. Neutral
Superintendent of the Atlanta Public Schools, Dr.
Alonzo Crim, said today that the reading levels of the
average Atlanta student can be raised 25 percent within
the next school year. Dr. Crim says this increase can
be achieved by the usage of daily reading clinics and
strong emphasis placed on reading in each classroom
session by the teacher; Dr. Crim feels that the use of
these concepts within the classes will ensure success
in raising the reading levels of the students. He
went on to further conment. . . . (Move into
superintendent's announcement,)
2. Negative
The head of the Atlanta Public Schools Says he'll
better his students reading levels by 25 percent in less
than a year. Dr. Alonzo Crim, who supervises a system
of mostly inner-city students, claims that by pushing
reading improvement during all daily classroom sessions
poor reading habits can be changed almost immediately.
Crim also boasted of a special daily reading clinic
which is purported to have been effective in Other cities.
He believes that this will be a sure-fire solution to
Atlanta students' reading problems. Crim would not
speculate on what he'd do if this "learn to read quick




The reading levels of students of the Atlanta Public
School System are expected to rise at least 25 percent
within the next year. That's the word from Superintendent
Alonzo Crim; who told school officials today that
the recent testing results show Atlanta students perform¬
ing well below the national reading average. He feels
those results can be changed with programs ready for
imnediate implementation. Crim says teachers will
begin to emphasize sharpening reading skills during
every classroom session. Standard reading clinics
which have been recommended by national experts will
also be used on a daily basis. Dr. Crim who is
known for his past success in improving the reading
scores of inner-city students says, "This program
will succeed." He further commented: . . . (Move
to superintendent's announcement.)
The three clips of the newscasters commentary were 45 seconds
each.
The next phase in the development and production of the
video tape was the casting and filming segment. This segment took
on an air of "Hollywood"—"Quiet on the set!," "Cameras!,"
"Action!" The newscaster that was used was a newscaster from
radio station WCLK in Atlanta. The technicians as well as the
expertise used in the technical end of the film were provided by
Clark College.
The revision and editing of the video tape were done with
the help of Clark College. The final product was a tape of four and
one-half minutes, with each clip ninety seconds long.
The Organization and Design of
the Questionnaire
The questionnaire used in the study was developed in
consultation with Dr. Frank Morra, Evaluation Research Center,
University of Virginia. The questionnaire was developed and designed
around five basic areas:
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1. Subject's relation to the superintendent
2. Subject's relation to the newscaster
3. Newscaster's relation to the superintendent
4. Test on comprehension of the message, and
5. General ideas about television
The questionnaire was field tested in November 1974 on a
group (32) of Guidance and Counseling students at Atlanta
University. The field testing simulated the actual experiment.
Subjects were selected at random and placed in one of the three
groups. The groups were then shown the respective video tapes.
After the field testing, the questionnaire was revised
with the resulting instrument containing seventeen items with four
of them in the demographic area.
The Population Selection
The subjects used in the study were selected at random.
This "simple random" sampling was done through the help of the
Community Affairs Departments of the Potomac Electric Power Company.
This help came in the form of the use of a Mobile Audio-Video Van.
This van was equipped in such a manner that a group of sixteen people
could sit in the van and view the video tape. Since the "experiment
setting" could be taken to the subjects, people were selected from
various sections of the Washington, D.C., metropolitan area, as
well as certain organizations:







The selection process at the organizations used was a
"stratified random sampling." This process was used in order to
insure a variety of ages and races. For the most part, the subjects
were selected at random (through the use of random tables) from the
different community streets of the Washington, D.C., area.
The Procedure Used in the
Analyzation of the Data
The statistical design used was a cross-tabulation. The
treatment of the data was to see if the means of the groups differed
significantly as a result of the treatment (newscaster-superintendent
tape) applied to the groups. The following were gathered:
1. Frequency count of each coded value for every variable
2. Frequency counts expressed as a percentage of the
total number(s)
3. Sigma for the data (population parameter)
4. Standard deviation for the data
5. Skewness
6. Probability associated with skewness
7. Kurtasis
8. Probability associated with Kurtasis
9. Cross-products matrix
CHAPTER IV
FINDINGS OF THE STUDY
The problem investigated in this study was in the area of school
public relations through the medium of television. More specifically,
the problem focuses on the ability of newscasters to influence an
audience's understanding or non-understanding and acceptance or rejec¬
tion of a school administrator and his educational program through bias
reporting.
To accomplish this purpose an attempt was made to answer the
following questions.
1. Do television newscasters influence an audience's under¬
standing of an educational program?
2. Do television newscasters influence on audience's accep¬
tance of an educational program?
3. Do television newscasters influence on audience's rejection
of an educational program?
4. Does a positive commentary by a newscaster on an educational
issue yield an acceptance by this audience on that educational issue?
5. Does a negative commentary by a newscaster on an educational
issue yield a rejection by the audience on that educational issue?
6. Does a positive commentary by a newscaster on a school




7. Does a negative commentary by a newscaster on a school
administrator's announcement change the audience's image of that
administrator?
The data were examined in terms of:
1. Subject's relation to the superintendent
2. Subject's relation to the newscaster
3. Newscaster's relation to the superintendent
4. Test on comprehension of the message, and
5. General ideas about the television
The responses were categorized by Group, Sex, Race, and Educa¬
tion. An interpretation of the responses according to the above
categories are contained in this section. All of the findings in this
study are based on the subject's reaction to a simulated newscast of a
Black newscaster and a Black superintendent.
The findings will be presented first by Group, with an in-depth
analyzation of this area, since this was the primary means of classifi¬
cation; followed by Sex, Race, and then Education, with these areas
having the data analyzed in a concise manner.
Findings by Group
Question 1: Did you like the newscaster's looks?
Findings; As indicated in Table 1, 23 or 76.7 percent of the
respondents in Group I (neutral) liked the looks of the newscaster.
Fifteen or 50 percent in Group II (negative) liked his looks and 22 or
73.3 percent in Group III (positive) liked the newscaster's looks.
TABLE 1
CROSS-TABULATION BY GROUP OF QUESTION 1:
DID YOU LIKE THE NEWSCASTER'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No. Percent No. Percent No . Percent
Group I
(neutral) 1 3.3 23 76.7 6 20.0 0 0.0 0 0.0
Group II
(negative) 2 6.7 15 50.0 10 33.3 2 6.7 1 3.3
Group III
(positive) 5 16.7 22 73.3 3 10.0 0 0.0 0 0.0
Total 8 8.9 60 66.7 19 21.1 2 2.2 1 1.1
Subjects = 90
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A compilation of all the responses indicated, 8 or 8.9 percent
loved the newscaster's looks; 60 or 66.7 percent liked his looks; 19 or
21.1 percent thought his looks were passable; 2 or 2.2 percent disliked
his looks and 1 or 1.1 percent hated the newscaster's looks.
From the above data it appears that the placement of respondents
by groups had no significance on the respondents' liking or disliking
the newscaster's looks.
Question 2: Do you trust the newscaster?
Findings; The responses to this question are presented in
Table 2. Here it is indicated that in Group I (neutral) 22 or 73.3
percent trusted the newscaster some; in Group II (negative) 11 or 36.7
percent trusted him some, while 14 or 46.7 percent trusted him a little;
and in Group III (positive) 22 or 73.3 percent trusted the newscaster
some.
Totaling all responses, 6 or 6.7 percent trusted the newscaster
very much; 55 or 61.1 percent trusted him some; 24 or 26.7 percent
trusted him a little; 3 or 3.3 percent trusted him very little; and 2
or 2.2 percent didn't trust the newscaster at all.
It appears from the above data that the placement of respondents
by groups had some significance on whether the respondents trusted the
newscaster or not. In fact, respondents who were placed in the negative
group (II) trusted the newscaster less than respondents in the neutral
group (I) and the positive group (III).
TABLE 2
CROSS-TABULATION BY GROUP OF QUESTION 2:
DO YOU TRUST THE NEWSCASTER?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 22 73.3 7 23.3 0 0.0 0 0.0
Group II
(negative) 1 3.3 11 36.7 14 46.7 3 10.0 1 3.3
Group III
(positive) 4 13.3 22 73.3 3 10.0 0 0.0 1 3.3
Total 6 6.7 55 61.1 24 26.7 3 3.3 2 2.2
Subjects = 90
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Question 3; Do you believe the newscaster?
Findings: As indicated in Table 3, 21 or 70.0 percent of the
respondents in Group I (neutral) believed the newscaster; 14 or 46.7
percent of the respondents in Group II (negative) believed him and
in Group III (positive) 21 or 70.0 percent believed the newscaster.
A tabulation of all responses indicated that 8 or 8.9 percent
believed everything the newscaster said; 56 or 62.6 percent believed
some of what the newscaster said; 22 or 24.4 percent believed little
of what he said. Three or 3.3 percent believed very little, and 1
or 1.1 percent believed nothing the newscaster said.
It appears from the above data that the differentiation of
respondents according to groups had no significance on the respondent's
belief or non-belief of the newscaster.
Question 4: The newscaster quoted the superintendent in saying the
reading levels of the students will be raised.
Findings: As indicated in Table 4, 27 or 90.0 percent of the
respondents in Group I (neutral) quoted the newscaster as saying 25
percent (the correct response). Twenty-five or 83.8 percent of the
respondents in Group II (negative) quoted 25 percent; and 13 or 43.3
percent of the respondents in Group III (positive) quoted the news¬
caster as saying 25 percent as the projected reading levels increased.
Totaling all responses, 19 or 21.1 percent quoted the news¬
caster as saying 10 percent; 3 or 3.3 percent quoted the newscaster as
saying 0 percent; 65 or 72.2 percent quoted the newscaster as saying
25 percent; 2 or 2.2 percent of the respondents quoted 100 percent;
and 1 or 1.1 percent of the respondents quoted the newscaster as saying
5 percent.
TABLE 3
CROSS-TABULATION BY GROUP OF QUESTION 3:
DO YOU BELIEVE THE NEWSCASTER?
Everything Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 21 70.0 8 26.7 0 0.0 0 0.0
Group II
(negative) 3 10.0 14 46.7 10 33.3 2 6.7 1 3.3
Group III
(positive) 4 13.3 21 70.0 4 13.3 1 3.3 0 0.0
Total 8 8.9 56 62.2 22 24.4 3 3.3 1 1.1
Subjects = 90
TABLE 4
CROSS-TABULATION BY GROUP OF QUESTION 4: THE NEWSCASTER QUOTED THE SUPERINTENDENT













(neutral) 2 6.7 0 0.0 27 90.0 1 3.3 0 0.0
Group II
(negative) 2 6.7 2 6.7 25 83.3 1 3.3 0 0.0
Group III
(positive) 15 50.0 1 3.3 13 43.3 0 0.0 1 3.3
Total 19 21.1 3 3.3 65 72.2 2 2.2 1 1.1
Subjects = 90
38
It appears from the above data that the differentiation of
respondents according to groups had some significance on the respondent's
retention of information from the newscaster. Respondents from the
neutral group (I) had the greatest level of retention, followed by the
negative group (II) and with the positive group (III) having the
lowest retention level.
Question 5; Rate the extent to which you believe the reading levels
can be increased.
Findings: The responses to this question are presented in
Table 5. Here it is indicated that in Group I (neutral), 21 or 70.0
percent of the respondents felt that the reading levels could be
increased; in Group II (negative) 6 or 20.0 percent of the respondents
felt that the levels could be increased, while in that same group (II)
12 or 40.0 percent of the respondents felt that the levels would not
increase and 20 percent felt it would never increase; in Group III
(positive) 15 or 50 percent of the respondents felt that the levels
could be increased.
A compilation of all the responses indicated 14 or 15.5 percent
of the respondents felt that the reading levels very definitely could
be increased; 42 or 46.7 percent felt the reading levels probably could
be increased; 21 or 23.3 percent felt it was possible; 7 or 7.8 percent
felt the reading levels would not be increased; and 6 or 6.7 percent of
the respondents felt the reading levels would never be increased.
From the above data it appears that the differentiation of
respondents according to groups had some significance on the respondents'
belief that the reading levels would or would not increase. Respondents
TABLE 5
CROSS-TABULATION BY GROUP OF QUESTION 5: RATE THE EXTENT TO WHICH YOU
BELIEVE THE READING LEVELS CAN BE INCREASED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No Percent No Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 21 70.0 8 26.7 0 0.0 0 0.0
Group II
(negative) 5 16.6 6 20.0 7 23.3 6 20.0 6 20.0
Group III
(positive) 8 26.7 15 50.0 6 20.0 1 3.3 0 0.0
Total 14 15.5 42 46.7 21 23.3 7 7.8 6 6.7
Subjects = 90
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in the negative group felt the reading levels would not increase
(40 percent); in that same group, 23.3 percent felt the reading levels
might increase, thus a total of 63.3 percent did not feel the reading
levels would increase. While, on the other hand, 73.3 percent of the
respondents in the neutral group and 76.6 percent of the respondents
in the positive group felt the reading levels would increase.
Question 6: Do you think the newscaster likes the superintendent?
Findings: As indicated in Table 6, 24 or 80.0 percent of the
respondents in Group I (neutral thought the newscaster liked the superin¬
tendent; 6 or 20.0 percent of the respondents in Group II (negative)
thought the newscaster liked the superintendent, while in the same
group 12 or 40.0 percent thought the newscaster disliked the superinten¬
dent; and 16 or 53.3 percent of the respondents in Group III (positive)
thought the newscaster liked the superintendent.
Totaling all responses, 5 or 5.6 percent thought the newscaster
liked the superintendent very much; 46 or 51.1 percent thought the
newscaster somewhat liked the superintendent; 22 or 24.4 percent thought
the newscaster liked the superintendent a little; 13 or 14.4 percent
thought the newscaster liked the superintendent very little; and 4 or
4.4 percent thought the newscaster disliked the superintendent.
It appears from the above data that the differentiation of
respondents according to groups had some significance on the respondents'
feelings as to whether the newscaster liked the superintendent.
Respondents from the negative group—16 or 53.3 percent—felt the news¬
caster disliked the superintendent, while both the neutral and positive
groups, 24 or 80.0 percent and 20 or 66.6 percent, respectively, felt the
TABLE 6
CROSS-TABULATION BY GROUP OF QUESTION 6: DO YOU THINK
THE NEWSCASTER LIKES THE SUPERINTENDENT?
Very Much Some Little Very Little Dislikes
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 0 0.0 24 80.0 6 20.0 0 0.0 0 0.0
Group II
(negative) 1 3.3 6 20.0 7 23.3 12 40.0 4 13.3
Group III
(positive) 4 13.3 16 53.3 9 30.0 1 3.3 0 0.0
Total 5 5.6 46 51.1 22 24.4 13 14.4 4 4.4
Subjects = 90
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newscaster liked the superintendent. Thus it appears that the news¬
caster's commentary had an effect on the respondents' answers.
Question 7: Television is an unbiased source of obtaining the news.
Findings: As indicated in Table 7, 14 or 46.7 percent of the
respondents in Group I (neutral) partially agreed that television was
an unbiased source of obtaining the news; 9 or 30.0 percent of the
respondents in Group II (negative) partially agreed that television was
an unbiased source of obtaining the news; and 13 or 43.3 percent of the
respondents in Group III (positive) partially agreed that television
was an unbiased source of obtaining the news.
Totaling all responses, 6 or 6.7 percent agreed fully that
television was an unbiased source of obtaining the news; 25 or 27.8
percent agreed somewhat that television was unbiased; 36 or 40.0
percent agreed a little (partially); 9 or 10.0 percent disagreed;
and 14 or 15.6 percent disagreed completely that television was an
unbiased source of obtaining the news.
It appears from the above data that the differentiation of
respondents according to groups had no significance on the respondents'
agreement or disagreement as it related to television being an un¬
biased source of obtaining the news.
Question 8: Did you like the superintendent's looks?
Findings: As indicated in Table 8, 17 or 56.7 percent of the
respondents in Group I (neutral) liked the looks of the superintendent;
6 or 20.0 percent of the respondents in Group II (negative) liked the
looks of the superintendent, while in that same group 19 or 63.3 percent
TABLE 7
CROSS-TABULATION BY GROUP OF QUESTION 7: TELEVISION IS
AN UNBIASED SOURCE OF OBTAINING THE NEWS
Agreed Fully Agreed Some Agreed Little Disaqreed
Disagreed
Completely
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 12 40.0 14 46.7 2 6.7 1 3.3
Group II
(negative) 1 3.3 7 23.3 9 30.0 4 13.3 9 30.0
Group III
(positive) 4 13.3 6 20.0 13 43.3 3 10.0 4 13.3
Total 6 6.7 25 27.8 36 40.0 9 10.0 14 15.6
Subjects = 90
TABLE 8
CROSS-TABULATION BY GROUP OF QUESTION 8:
DID YOU LIKE THE SUPERINTENDENT'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No. Percent No. Percent No . Percent
Group I
(neutral) 0 0.0 17 56.7 13 43.3 0 0.0 0 0.0
Group II
(negative) 0 0.0 6 20.0 19 63.3 3 10.0 1 3.3
Group III
(positive) 3 10.0 17 56.7 9 30.0 1 3.3 0 0.0
Total 3 3.3 40 44.4 41 45.6 4 4.4 1 1.1
Subjects = 90
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thought the superintendent's looks were only passable; and 17 or 56.7
percent of the respondents in Group III (positive) liked the superin¬
tendent's looks.
A compilation of all the responses indicated that 3 or 3.3
percent loved the superintendent's looks; 40 or 44.4 percent liked the
superintendent's looks; 41 or 45.6 percent thought the superintendent's
looks were passable; 4 or 4.4 percent disliked his looks; and 1 or
1.1 percent of the respondents hated the superintendent's looks.
From the above data it appears that the differentiation of
respondents by groups had some significance on the respondents' likes
or dislikes of the superintendent's looks. Respondents who were in the
group that received the negative commentary, percentagewise, disliked
the looks of the superintendent; while respondents in neutral and
positive groups on a ratio basis liked the superintendent's looks.
Question 9: Do you trust the superintendent?
Findings; As indicated in Table 9, in Group I (neutral) 13 or
43.3 percent trusted the superintendent some; in Group II (negative) 4
or 13.3 percent trusted the superintendent some, while 21 or 70.0
percent trusted him a little; and in Group III (positive) 8 or 26.7
percent trusted the superintendent a little.
A tabulation of all responses indicated that 3 or 3.3 percent
trusted the superintendent very much; 35 or 38.9 percent trusted the
superintendent some; 45 or 50.0 percent trusted him a little; 6 or
6.7 percent trusted him a little, while 1 or 1.1 percent did not trust
him at all.
TABLE 9
CROSS-TABULATION BY GROUP OF QUESTION 9:
DO YOU TRUST THE SUPERINTENDENT?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 13 43.3 16 53.3 0 0.0 0 0.0
Group II
(negative) 0 0.0 4 13.3 21 70.0 4 13.3 1 3.3
Group III
(positive) 2 6.7 18 60.0 8 26.7 2 6.7 0 0.0
Total 3 3.3 35 38.9 45 50.0 6 6.7 1 1.1
Subjects = 90
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It appears from the above data that the placement of respondents
by groups had some significance on whether the respondents trusted the
superintendent or not.
A greater percentage of respondents in the negative group did
not trust the superintendent, while a greater percentage of respondents
in the neutral and positive groups did trust the superintendent.
Question 10: Do you believe the superintendent?
Findings: as indicated in Table 10, 10 or 33.3 percent of the
respondents in Group I (neutral) believed the superintendent some; 7 or
23.3 percent of the respondents in Group II (negative) believed the
superintendent some, while 14 or 46.7 percent of the respondents
believed a little of what he said; 19 or 63.3 percent of the respondents
in Group III (positive) believed the superintendent some.
A tabulation of all responses indicated that 2 or 2.2 percent
believed everything; 36 or 40.0 percent believed some; 41 or 45.6 percent
believed a little of the things the superintendent said; 7 or 7.8 percent
believed very little; 2 or 2.2 percent believed nothing; and 2 or 2.2
percent had no response.
It appears from the above data that the placement of respondents
according to group had some significance on the respondents' belief or
non-belief of the superintendent. A greater number of respondents in
Group II (negative) did not believe the superintendent, than the respon¬
dents in Group I (neutral) and Group III (positive).
TABLE 10
CROSS-TABULATION BY GROUP OF QUESTION 10:
DO YOU BELIEVE THE SUPERINTENDENT?
Everyth!ng Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 10 33.3 19 63.3 0 0.0 0 0.0
Group II
(negative) 0 0.0 7 23.3 14 46.7 5 16.7 2 6.7
Group III
(positive) 1 3.3 19 63.3 8 26.7 2 6.7 0 0.0
Total 2 2.2 36 40.0 41 45.6 7 7.8 2 2.2
Subjects = 90
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Question 11: The superintendent said the reading levels will be
raised in the next year.
Findings: As indicated in Table 11, 28 or 93.3 percent of the
respondents in Group I (neutral) quoted the superintendent as saying one
year (the correct response); 20 or 66.7 percent in Group II (negative)
said one year; 25 or 83.3 percent in Group III (positive) quoted the
superintendent as saying one year.
Totaling all responses, 10 or 11.1 percent quoted the superin¬
tendent as saying 6 months; 73 or 81.1 percent said one year; 2 or 2.2
percent said 2 weeks; 1 or 1.1 percent said 5 years; 1 or 1.1 percent
said 30 days; and 3 or 3.3 percent had no response.
It appears from the above data that the placement of respondents
according to groups had no significance on the respondents' retention
of information from the superintendent.
Question 12: Rate the extent to which you believe the reading levels
can be raised.
Findings: The responses to this question are presented in
Table 12. Here it is indicated that in Group I (neutral) 13 or 43.3
percent of the respondents felt that probably the reading levels
could be increased. In Group II (negative) 8 or 26.7 felt the levels
could be increased, while in that same group 10 or 33.3 percent of the
respondents felt that the levels would possibly increase; and in
Group III (positive) 16 or 53.3 percent of the respondents felt that
the levels could be increased.
A compilation of all the responses indicated that 14 or 15.6
percent of the respondents felt the reading levels very definitely could
be increased; 37 or 41.1 percent of the respondents felt the reading
levels probably could be increased; 32 or 35.6 percent felt the reading
TABLE 11
CROSS-TABULATION BY GROUP OF QUESTION 11: THE SUPERINTENDENT SAID
THE READING LEVELS WILL BE RAISED IN THE NEXT:
6 Months 1 Year 2 Weeks 5 Years 30 Days
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 2 6.7 28 93.3 0 0.0 0 0.0 0 0.0
Group II
(negative) 4 13.3 20 66.7 1 3.3 1 3.3 1 3.3
Group III
(positive) 4 13.3 25 83.3 1 3.3 0 0.0 0 0.0
Total 10 11.1 73 81.1 2 2.2 1 1.1 1 1.1
Subjects = 90
TABLE 12
CROSS-TABULATION BY GROUP OF QUESTION 12: RATE THE EXTENT TO WHICH
YOU BELIEVE THE READING LEVELS CAN BE RAISED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 1 3.3 13 43.3 16 53.3 0 0.0 0 0.0
Group II
(negative) 6 20.0 8 26.7 10 33.3 3 10.0 1 3.3
Group III
(positive) 7 23.3 16 53.3 6 20.0 1 3.3 0 0.0
Total 14 15.6 37 41.1 32 35.6 4 4.4 1 1.1
Subjects = 90
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levels possibly could be increased; 4 or 4.4 percent felt the reading
levels would not be increased; 1 or 1.1 percent of the respondents felt
the reading levels would never be increased; and 2 or 2.2 percent had
no response.
From the above data, it appears that the placement of respondents
according to groups had some significance on the respondents' belief that
the reading levels would or would not increase. Respondents in the
negative group felt the reading levels would not increase (13 percent);
while, 46.6 percent of the respondents in the neutral group and 76.6
percent of the positive group felt the reading levels would increase.
Question 13: You usually find out about new products through
television advertising.
Findings: As indicated in Table 13, 13 or 43.3 percent of the
respondents in Group I (neutral) found out about new products through
television advertising frequently. In Group II (negative) 14 or 46.7
percent found out frequent; and in Group III (positive 17 or 56.7
percent of the respondents found out frequently about new products
through television advertising.
Totaling all responses, 11 or 12.2 percent always found out
about new products through television advertising; 44 or 48.9 percent
found out frequently; 31 or 34.4 percent found out sometimes; 2 or 2.2
percent found out seldom; and 2 or 2.2 percent never find out about new
products through television advertising.
From the above data, it appears that the placement of respon¬
dents according to groups had no significance on respondents' finding
out about new products through television advertising.
TABLE 13
CROSS-TABULATION BY GROUP OF QUESTION 13: YOU USUALLY FIND OUT
ABOUT NEW PRODUCTS THROUGH TELEVISION ADVERTISING
Always Frequently Sometimes Seldom Never
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Group I
(neutral) 5 16.7 13 43.3 12 40.0 0 0.0 0 0.0
Group II
(negative) 0 0.0 14 46.7 13 43.3 1 3.3 2 6.7
Group III
(positive) 6 20.0 17 56.7 6 20.0 1 3.3 0 0.0




An analyzation of the findings based upon the classification
of subjects by sex (Tables 14-26) indicated the following.
Men, for the most part, were more suspicious than women.
This was indicated in Table 15, where 6.8 percent of the males did not
trust the newscaster and only 4.3 percent of the females felt this way.
This was further substantiated by Table 16, where 6.8 percent of the males
did not believe anything the newscaster said and only 2.2 percent of the
females did not believe anything.
Women appeared not to listen as carefully as men; 79.5 percent of
the males quoted the correct response to question 4, whereas only 65.2
percent of the females quoted the correct response. This was indicated
in Table 17. This was further substantiated by Table 24, where 86.4
percent of the males quoted the correct response and only 76.1 percent
of the females quoted the correct response.
Men appeared to be more pessimistic than women; as indicated in
Table 18, 20.5 percent of the males felt the reading levels would never
increase; 8.7 percent of the females felt the reading levels would
never increase. This was further substantiated by Table 25, where
6.8 percent of the males felt the reading levels would not increase,
and 4.4 percent of the females felt this way.
TABLE 14
CROSS-TABULATION BY SEX OF QUESTION 1:
DID YOU LIKE THE NEWSCASTER'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 5 11.4 28 63.6 10 22.7 1 2.3 0 0.0
Female = 46 3 6.5 32 69.6 9 19.6 1 2.2 1 2.2
Total 8 8.9 60 66.7 19 21.1 2 2.2 1 1.1
Subjects = 90
TABLE 15
CROSS-TABULATION BY SEX OF QUESTION 2:
DO YOU TRUST THE NEWSCASTER?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 3 6.8 26 59.1 12 27.3 1 2.3 2 4.5
Female = 46 3 6.5 29 63.0 12 26.1 2 4.3 0 0.0
Total 6 6.7 55 61.1 24 26.7 3 3.3 2 2.2
Subjects = 90
TABLE 16
CROSS-TABULATION BY SEX OF QUESTION 3:
DO YOU BELIEVE THE NEWSCASTER?
Everything Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 1 2.3 27 61.4 13 29.5 2 4.5 1 2.3
Female = 46 7 15.2 29 63.0 9 19.6 1 2.2 0 0.0
Total 8 8.9 56 62.2 22 24.4 3 3.3 1 1.1
Subjects = 90
TABLE 17
CROSS-TABULATION BY SEX OF QUESTION 4: THE NEWSCASTER QUOTED THE SUPERINTENDENT
IN SAYING THE 1READING LEVELS OF THE STUDENTS WILL BE RAISED
Respondents No.
10%





Male = 44 8 18.2 1 2.3 35 79.5 0 0.0 0 0.0
Female = 46 11 23.9 2 4.3 30 65.2 2 4.3 1 2.2
Total 19 21.1 3 3.3 65 72.2 2 2.2 1 1.1
Subjects = 90
TABLE 18
CROSS-TABULATION BY SEX OF QUESTION 5: RATE THE EXTENT TO WHICH YOU
BELIEVE THE READING LEVELS CAN BE INCREASED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No Percent No Percent No. Percent No. Percent
Male = 44 4 9.1 22 50.0 8 18.2 4 9.1 5 11.4
Female = 46 9 19.6 20 43.5 13 28.3 3 6.5 1 2.2
Total 13 14.4 42 46.7 21 23.3 7 7.8 6 6.7
Subjects = 90
TABLE 19
CROSS-TABULATION BY SEX OF QUESTION 6: DO YOU THINK
THE NEWSCASTER LIKES THE SUPERINTENDENT?
Very Much Some Little Very Little Dislikes
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 2 4.5 26 59.1 7 15.9 8 18.2 1 2.3
Female = 46 3 6.5 20 43.5 15 32.6 5 10.9 3 6.5
Total 5 5.6 46 51.1 22 24.4 13 14.4 4 4.4
Subjects = 90
TABLE 20
CROSS-TABULATION BY SEX OF QUESTION 7: TELEVISION IS













Male = 44 2 4.5 13 29.5 21 47.7 3 6.8 5 11.4
Female = 46 4 8.7 12 26.1 15 32.6 6 13.0 9 19.6
Total 6 6.7 25 27.8 36 40.0 9 10.0 14 15.6
Subjects = 90
TABLE 21
CROSS-TABULATION BY SEX OF QUESTION 8: DID YOU
LIKE THE SUPERINTENDENT'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No. Percent No. Percent No . Percent
Male = 44 1 2.3 16 36.4 24 54.5 2 4.5 0 0.0
Female = 46 2 4.3 24 52.2 17 37.0 2 4.3 1 2.2
Total 3 3.3 40 44.4 41 45.6 4 4.4 1 1.1
Subjects = 90
TABLE 22
CROSS-TABULATION BY SEX OF QUESTION 9:
DO YOU TRUST THE SUPERINTENDENT?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 1 2.3 12 27.3 26 59.1 4 9.1 1 2.3
Female = 46 2 4.3 23 50.0 19 41.3 2 4.3 0 0.0
Total 3 3.3 35 38.9 45 50.0 6 6.7 1 1.1
Subjects = 90
TABLE 23
CROSS-TABULATION BY SEX OF QUESTION 10:
DO YOU BELIEVE THE SUPERINTENDENT?
Everyth!nq Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 1 2.3 14 31.8 24 54.5 3 6.8 1 2.3
Female = 46 1 2.2 22 47.8 17 37.0 4 8.7 1 2.2
Total 2 2.2 36 40.0 41 45.6 7 7.8 2 2.2
Subjects = 90
TABLE 24
CROSS-TABULATION BY SEX OF QUESTION 11: THE SUPERINTENDENT SAID
THE READING LEVELS WILL BE RAISED IN THE NEXT:
6 Months 1 Year 2 Weeks 5 Years 30 Days
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 3 6.8 38 86.4 1 2.3 0 0.0 1 2.3
Female = 46 7 15.2 35 76.1 1 2.2 1 2.2 0 0.0
Total 10 11.1 73 81.1 2 2.2 1 1.1 1 1.1
Subjects = 90
TABLE 25
CROSS-TABULATION BY SEX OF QUESTION 12: RATE THE EXTENT TO WHICH
YOU BELIEVE THE READING LEVELS CAN BE RAISED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No Percent No . Percent No. Percent No. Percent
Male = 44 4 9.1 19 43.2 17 38.6 3 6.8 0 0.0
Female = 46 10 21.7 18 39.1 15 32.6 1 2.2 1 2.2
Total 14 15.6 37 41.1 32 35.6 4 4.4 1 1.1
Subjects = 90
TABLE 26
CROSS-TABULATION BY SEX OF QUESTION 13: YOU USUALLY FIND OUT
ABOUT NEW PRODUCTS THROUGH TELEVISION ADVERTISING
Always Frequently Sometimes Seldom Never
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Male = 44 3 6.8 23 52.3 16 36.4 1 2.3 1 2.3
Female = 46 8 17.4 21 45.7 15 32.6 1 2.2 1 2.2




An analyzation of the findings based upon the classification
of subjects by race (Tables 27-39) indicated the following.
Since the superintendent and the newscaster were of the same
race--Black—and that since the majority of the respondents were
also Black, it appeared that race had no major significance as to how
the subjects responded. But from the data it did appear that of the
three groups—Blacks, Whites, and Spanish surname—that Blacks had the
greatest variation in their responses. Whites and Spanish surname
respondents had a tenacity for the most to respond in the same manner.
Table 36 substantiated this. To the question, "Do you believe the
superintendent?", 2.9 percent of Blacks believed everything he said;
36.8 percent of Blacks believed somewhat; 45.6 percent of Blacks
believed little of the things he said; 8.8 percent of Blacks believed
very little; 47.4 percent of Whites believed some of the things he
said, and 5.3 believed very little; 66.7 percent of Spanish surname
believed somewhat, and 33.3 percent of Spanish surname believed a
little of the things the superintendent said.
TABLE 27
CROSS-TABULATION BY RACE OF QUESTION 1:
DID YOU LIKE THE NEWSCASTER'S LOOKS?
Loved Li ked Passable Disliked Hated
Respondents No. Percent No. Percent No Percent No Percent No . Percent
Black = 68 8 11.8 49 72.1 9 13.2 1 1.5 1 1.5
White = 19 0 0.0 9 47.4 9 47.4 1 5.3 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0
Total 8 8.9 60 66.7 19 21.1 2 2.2 1 1.1
Subjects = 90
TABLE 28
CROSS-TABULATION BY RACE OF QUESTION 2:
DO YOU TRUST THE NEWSCASTER?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 6 8.8 43 63.2 14 20.6 3 4.4 2 2.9
White = 19 0 0.0 10 52.6 9 47.4 0 0.0 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0
Total 6 6.7 55 61.1 24 26.7 3 3.3 2 2.2
Subjects = 90
TABLE 29
CROSS-TABULATION BY RACE OF QUESTION 3:
DO YOU BELIEVE THE NEWSCASTER?
Everything Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 7 10.3 43 63.2 15 22.1 2 2.9 1 1.5
White = 19 1 5.3 11 57.9 6 31.6 1 5.3 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0
Total 8 8.9 56 62.2 22 24.4 3 3.3 1 1.1
Subjects = 90
TABLE 30
CROSS-TABULATION BY RACE OF QUESTION 4: THE NEWSCASTER QUOTED THE SUPERINTENDENT










Black = 68 14 20.6 3 4.4 49 72.1 1 1.5 1 1.5
White = 19 4 21.1 0 0.0 14 73.7 1 5.3 0 0.0
Spanish
Surname = 3 1 33.3 0 0.0 2 66.7 0 0.0 0 0.0
Total 19 21.1 3 3.3 65 72.2 2 2.2 1 1.1
Subjects = 90
TABLE 31
CROSS-TABULATION BY RACE OF QUESTION 5: RATE THE EXTENT TO WHICH YOU
BELIEVE THE READING LEVELS CAN BE INCREASED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 12 17.6 28 41.2 15 22.1 6 8.8 6 8.8
White = 19 1 5.3 11 57.9 6 31.6 1 5.3 0 0.0
Spanish
Surname = 3 0 0.0 3 100.0 0 0.0 0 0.0 0 0.0
Total 13 14.4 42 46.7 21 23.3 7 7.8 6 6.7
Subjects = 90
TABLE 32
CROSS-TABULATION BY RACE OF QUESTION 6: DO YOU THINK
THE NEWSCASTER LIKES THE SUPERINTENDENT?
Very Much Some Little Very Little Dislikes
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 4 5.9 33 48.5 17 25.0 11 16.2 3 4.4
White = 19 1 5.3 10 52.6 5 26.3 2 10.5 1 5.3
Spanish
Surname = 3 0 0.0 3 100.0 0 0.0 0 0.0 0 0.0
Total 5 5.6 46 51.1 22 24.2 13 14.4 4 4.4
Subjects = 90
TABLE 33
CROSS-TABULATION BY RACE OF QUESTION 7: TELEVISION IS
AN UNBIASED SOURCE OF OBTAINING THE NEWS
Agreed Fully Agreed Some Agreed Little Disagreed
Disagreed
Completely
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 6 8.8 18 26.5 25 36.8 7 10.3 12 17.6
White = 19 0 0.0 7 36.8 8 42.1 2 10.5 2 10.5
Spanish
Surname = 3 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0
Total 6 6.7 25 27.8 36 40.0 9 10.0 14 15.6
Subjects = 90
TABLE 34
CROSS-TABULATION BY RACE OF QUESTION 8: DID YOU
LIKE THE SUPERINTENDENT'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 3 4.4 25 36.8 36 56.9 2 2.9 1 1.5
White = 19 0 0.0 13 68.4 4 21.1 2 10.5 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0
Total 3 3.3 40 44.4 41 45.6 4 4.4 1 1.1
Subjects = 90
TABLE 35
CROSS-TABULATION BY RACE OF QUESTION 9:
DO YOU TRUST THE SUPERINTENDENT?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 3 4.4 23 33.8 36 52.9 5 7.4 1 1.5
White = 19 0 0.0 10 52.6 8 42.1 1 5.3 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0
Total 3 3.3 35 38.9 45 50.0 6 6.7 1 1.1
Subjects = 90
TABLE 36
CROSS-TABULATION BY RACE OF QUESTION 10:
DO YOU BELIEVE THE SUPERINTENDENT?
Everything Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 2 2.9 25 36.8 31 45.6 6 8.8 2 2.9
White = 19 0 0.0 9 47.4 9 47.4 1 5.3 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0
Total 2 2.2 36 40.0 41 45.6 7 7.8 2 2.2
Subjects = 90
TABLE 37
CROSS-TABULATION BY RACE OF QUESTION 11: THE SUPERINTENDENT SAID
THE READING LEVELS WILL BE RAISED IN THE NEXT:
6 Months 1 Year 2 Weeks 5 Years 30 Days
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 9 13.2 55 80.9 2 2.9 0 0.0 0 0.0
White = 19 1 5.3 15 78.9 0 0.0 1 5.3 1 5.3
Spanish
Surname = 3 0 0.0 3 100.0 0 0.0 0 0.0 0 0.0
Total 10 11.1 73 81.1 2 2.2 1 1.1 1 1.1
Subjects = 90
TABLE 38
CROSS-TABULATION BY RACE OF QUESTION 12: RATE THE EXTENT TO WHICH
YOU BELIEVE THE READING LEVELS CAN BE RAISED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No Percent No. Percent No. Percent No. Percent
Black = 68 13 19.1 26 38.2 23 33.8 3 4.4 1 1.5
White = 19 1 5.3 10 52.6 7 36.8 1 5.3 0 0.0
Spanish
Surname = 3 0 0.0 1 33.3 2 66.7 0 0.0 0 0.0
Total 14 15.6 37 41.1 32 35.6 4 4.4 1 1.1
Subjects = 90
TABLE 39
CROSS-TABULATION BY RACE OF QUESTION 13: YOU USUALLY FIND OUT
ABOUT NEW PRODUCTS THROUGH TELEVISION ADVERTISING
Always Frequently Sometimes Seldom Never
Respondents No, Percent No. Percent No. Percent No. Percent No. Percent
Black = 68 10 14.7 29 42.6 27 39.7 0 0.0 2 2.9
White = 19 1 5.3 13 68.4 2 15.8 2 10.5 0 0.0
Spanish
Surname = 3 0 0.0 2 66.7 1 33.3 0 0.0 0 0.0




An analyzation of the findings based upon the classification
of subjects by education (Tables 40-52) indicated the following.
The more education the respondents had the less they were
impressed by the newscaster's looks. Table 40 indicated that 100 percent
of the respondents with less than high school loved the way the news¬
caster looked; 85.7 percent of respondents who were high school
graduates liked the way the newscaster looked; while only 67.6 percent
of respondents who had some college liked the newscaster's looks;
only 66.7 percent of respondents who were college graduates liked the
newscaster's looks; and 62.5 percent of the respondents who had done
some graduate work loved the newscaster's looks.
The less education a respondent had, the more belief he had
in the success of the reading program. Table 44 indicated that 100 per¬
cent of the respondents with less than high school believed the reading
levels would increase; 100 percent of the respondents who were high
school graduates believed the reading levels would increase, while only
35.1 percent of the respondents who had some college believed the
reading levels would increase; 48.5 percent of respondents who were
college graduates believed the levels would increase; and none of the
respondents who had done some graduate work believed the reading levels
would increase.
It appeared that respondents with more education were more
suspicious. This was indicated in Table 48. Fifty percent of the
respondents with less than high school trusted the superintendent very
much; 14.3 percent of the respondents who were high school graduates
TABLE 40
CROSS-TABULATION BY EDUCATION OF QUESTION 1:
DID YOU LIKE THE NEWSCASTER'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No Percent No . Percent No . Percent
Less High
School = 4 2 50.0 2 50.0 0 0.0 0 0.0 0 0.0
High School
Graduate = 7 0 0.0 6 85.7 1 14.3 0 0.0 0 0.0
Some
College = 37 3 8.1 25 67.6 7 18.9 1 2.7 1 2.7
College
Graduate = 33 2 6.1 22 66.7 9 27.3 0 0.0 0 0.0
Some
Graduate
Work = 8 0 0.0 5 62.5 2 25.0 1 12.5 0 0.0
Master's = 1 1 100.0 0 0.0 0 0.0 0 0.0 0 0.0
Total 8 8.9 60 66.7 19 21.2 2 2.2 1 1.1
Subjects = 90
TABLE 41
CROSS-TABULATION BY EDUCATION OF QUESTION 2:
DO YOU TRUST THE NEWSCASTER?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 1 25.0 2 50.0 1 25.0 0 0.0 0 0.0
High School
Graduate = 7 1 14.3 6 85.7 0 0.0 0 0.0 0 0.0
Some
College = 37 3 8.1 20 54.1 11 29.7 3 8.1 0 0.0
College
Graduate = 33 1 3.0 21 63.6 10 30.3 0 0.0 1 3.0
Some
Graduate
Work = 8 0 0.0 6 75.0 2 25.0 0 0.0 0 0.0
Master's = 1 0 0.0 0 0.0 0 0.0 0 0.0 1 100.0
Total 6 6.7 55 61.1 24 26.7 3 3.3 2 2.2
Subjects = 90
TABLE 42
CROSS-TABULATION BY EDUCATION OF QUESTION 3:
DO YOU BELIEVE THE NEWSCASTER?
Everything Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 1 25.0 3 75.0 0 0.0 0 0.0 0 0.0
High School
Graduate = 7 2 28.6 4 57.1 1 14.3 0 0.0 0 0.0
Some
College = 37 4 10.8 19 51.4 13 35.1 0 2.7 0 0.0
College
Graduate = 33 1 3.0 23 69.7 7 21.2 2 6.1 0 0.0
Some
Graduate
Work = 8 0 0.0 7 87.5 1 12.5 0 0.0 0 0.0
Master's = 1 0 0.0 0 0.0 0 0.0 0 0.0 1 100.0
Total 8 8.9 56 62.2 22 24.4 3 3.3 1 1.1
Subjects = 90
TABLE 43
CROSS-TABULATION BY EDUCATION OF QUESTION 4: THE NEWSCASTER QUOTED THE SUPERINTENDENT
IN SAYING THE READING LEVELS OF THE STUDENTS WILL BE RAISED
10% 0% 25% 100%
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 0 0.0 2 50.0 1 25.0 1 25.0 0 0.0
High School
Graduate = 7 1 14.3 0 0.0 5 71.4 0 0.0 1 14.3
Some
College = 37 0 0.0 6 16.2 28 75.7 2 5.4 1 2.7
College
Graduate = 33 0 0.0 8 24.2 25 75.8 0 0.0 0 0.0
Some
Graduate
Work = 8 0 0.0 2 25.0 6 75.0 0 0.0 0 0.0
Master's = 1 0 0.0 1 100.0 0 0.0 0 0.0 0 0.0
Total 1 1.1 19 21.1 65 72.2 3 3.3 2 2.2
Subjects = 90
TABLE 44
CROSS-TABULATION BY EDUCATION OF QUESTION 5: RATE THE EXTENT TO WHICH
YOU BELIEVE THE READING LEVELS CAN BE INCREASED
Very Definitely Probably Possibly Would Not Would1 Never
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School =4 1 25.0 3 75.0 0 0.0 0 0.0 0 0.0
High School
Graduage = 7 2 28.6 5 71.4 0 0.0 0 0.0 0 0.0
Some
College = 37 8 21.6 13 35.1 12 32.4 3 8.1 1 2.7
College
Graduate = 33 2 6.1 16 48.5 7 21.2 4 12.1 4 12.1
Some
Graduate
Work = 8 0 0.0 5 62.5 2 25.0 0 0.0 1 12.5
Master's = 1 0 0.0 0 0.0 0 0.0 0 0.0 1 100.0
Total 13 14.4 42 46.7 21 23.3 7 7.8 6 6.7
Subjects = 90
TABLE 45
CROSS-TABULATION BY EDUCATION OF QUESTION 6: DO YOU THINK
THE NEWSCASTER LIKES THE SUPERINTENDENT?
Very Much Some Little Very Little Dislikes
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 0 0.0 4 100.0 0 0.0 0 0.0 0 0.0
High School
Graduate = 7 1 14.3 6 85.7 0 0.0 0 0.0 0 0.0
Some
College = 37 2 5.4 16 43.2 13 35.1 3 8.1 3 8.1
College
Graduate = 33 1 3.0 17 51.5 5 15.2 9 27.3 1 3.0
Some
Graduate
Work = 8 0 0.0 3 37.5 4 50.0 1 12.5 0 0.0
Master's = 1 1 100.0 0 0.0 0 0.0 0 0.0 0 0.0
Total 5 5.6 46 51.1 22 24.4 13 14.4 4 4.4
Subjects = 90
TABLE 46
CROSS-TABULATION BY EDUCATION OF QUESTION 7: TELEVISION
IS AN UNBIASED SOURCE OF OBTAINING THE NEWS
Agreed Fully Agreed Some Agreed Little Disagreed
Disagreed
Completely
Respondents No. Percent No. Percent No. Percent No Percent No. Percent
Less High
School = 4 2 50.0 2 50.0 0 0.0 0 0.0 0 0.0
High School
Graduate = 7 1 14.3 4 57.1 2 28.6 0 0.0 0 0.0
Some
College = 37 2 5.4 9 24.3 18 48.6 2 5.4 6 16.2
College
Graduate = 33 1 3.0 9 27.3 13 39.4 6 18.2 4 12.1
Some
Graduate
Work = 8 0 0.0 1 12.5 3 37.5 1 12.5 3 37.5
Master's = 1 0 0.0 0 0.0 0 0.0 0 0.0 1 100.0
Total 6 6.7 25 27.8 36 40.0 9 10.0 14 15.6
Subjects = 90
TABLE 47
CROSS-TABULATION BY EDUCATION OF QUESTION 8:
DID YOU LIKE THE SUPERINTENDENT'S LOOKS?
Loved Liked Passable Disliked Hated
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 1 25.0 1 25.0 2 50.0 0 0.0 0 0.0
High School
Graduate = 7 1 14.3 4 57.1 1 14.3 1 14.3 0 0.0
Some
College = 37 0 0.0 14 37.8 22 59.5 0 0.0 1 2.7
College
Graduate = 33 1 3.0 15 45.5 13 39.4 3 9.1 0 0.0
Some
Graduate
Work = 8 0 0.0 5 62.5 3 37.5 0 0.0 0 0.0
Master's = 1 0 0.0 1 100.0 0 0.0 0 0.0 0 0.0
Total 3 3.3 40 44.4 41 45.6 4 4.4 1 1.1
Subjects = 90
TABLE 48
CROSS-TABULATION BY EDUCATION OF QUESTION 9:
DO YOU TRUST THE SUPERINTENDENT?
Very Much Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 2 50.0 1 25.1 1 25.0 0 0.0 0 0.0
High School
Graduate = 7 1 14.3 4 57.1 2 28.6 0 0.0 0 0.0
Some
College = 37 0 0.0 13 35.1 22 59.5 2 5.4 0 0.0
College
Graduate = 33 0 0.0 12 36.4 16 48.5 4 12.1 1 3.0
Some
Graduate
Work = 8 0 0.0 5 62.5 3 37.5 0 0.0 0 0.0
Master's = 1 0 0.0 0 0.0 1 100.0 0 0.0 0 0.0
Total 3 3.3 35 38.9 45 50.0 6 6.7 1 1.1
Subjects = 90
TABLE 49
CROSS-TABULATION BY EDUCATION OF QUESTION 10:
DO YOU BELIEVE THE SUPERINTENDENT?
Everything Some Little Very Little Not at All
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 0 0.0 3 75.0 1 25.0 0 0.0 0 0.0
High School
Graduate = 7 2 28.6 3 42.9 2 28.6 0 0.0 0 0.0
Some
College = 37 0 0.0 11 29.7 20 54.1 3 8.1 2 5.4
College
Graduate = 33 0 0.0 15 45.5 13 39.4 4 12.1 0 0.0
Some
Graduate
Work = 8 0 0.0 4 50.0 4 50.0 0 0.0 0 0.0
Master's = 1 0 0.0 0 0.0 1 100.0 0 0.0 0 0.0
Total 2 2.2 36 40.0 41 45.6 7 7.8 2 2.2
Subjects = 90
TABLE 50
CROSS-TABULATION BY EDUCATION OF QUESTION 11: THE SUPERINTENDENT
SAID THE READING LEVELS WILL BE RAISED IN THE NEXT:
6 Months 1 Year 2 Weeks 5 Years 30 Days
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 3 75.0 1 25.0 0 0.0 0 0.0 0 0.0
High School
Graduate = 7 1 14.3 5 71.4 0 0.0 0 0.0 0 0.0
Some
College = 37 3 8.1 32 86.5 1 2.7 0 0.0 0 0.0
College
Graduate = 33 3 9.1 29 87.9 0 0.0 0 0.0 0 0.0
Some
Graduate
Work = 8 0 0.0 6 75.0 0 0.0 1 12.5 1 12.5
Master's = 1 0 0.0 0 0.0 1 100.0 0 0.0 0 0.0
Total 10 11.1 73 81.1 2 2.2 1 1.1 1 1.1
Subjects = 90
TABLE 51
CROSS-TABULATION BY EDUCATION OF QUESTION 12: RATE THE EXTENT
TO WHICH YOU BELIEVE THE READING LEVELS CAN BE RAISED
Very Definitely Probably Possibly Would Not Would Never
Respondents No. Percent No. Percent No Percent No. Percent No. Percent
Less High
School = 4 2 50.0 2 50.0 0 0.0 0 0.0 0 0.0
High School
Graduate = 7 3 42.9 3 42.9 1 14.3 0 0.0 0 0.0
Some
College = 37 5 13.5 14 37.8 16 43.2 0 0.0 1 2.7
College
Graduate = 33 1 3.0 15 45.5 12 36.4 4 12.1 0 0.0
Some
Graduate
Work = 8 2 25.0 3 37.5 3 37.5 0 0.0 0 0.0
Master's = 1 1 100.0 0 0.0 0 0.0 0 0.0 0 0.0
Total 14 15.6 37 41.1 32 35.6 4 4.4 1 1.1
Subjects = 90
TABLE 52
CROSS-TABULATION BY EDUCATION OF QUESTION 13: YOU USUALLY FIND
OUT ABOUT NEW PRODUCTS THROUGH TELEVISION ADVERTISING
Always Frequently Sometimes Seldom Never
Respondents No. Percent No. Percent No. Percent No. Percent No. Percent
Less High
School = 4 3 75.0 0 0.0 1 25.0 0 0.0 0 0.0
High School
Graduate = 7 2 28.6 3 42.9 2 28.6 0 0.0 0 0.0
Some
College = 37 3 8.1 16 43.2 16 43.2 1 2.7 1 2.7
College
Graduate = 33 3 9.1 18 54.5 10 30.3 1 3.0 1 3.0
Some
Graduate
Work = 8 0 0.0 6 75.0 2 25.0 0 0.0 0 0.0
Master's - 1 0 0.0 1 100.0 0 0.0 0 0.0 0 0.0
Total 11 12.2 44 48.9 31 34.4 2 2.2 2 2.2
Subjects = 90
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trusted the superintendent very much; none of the respondents who had
some college trusted him; none of the respondents who were college
graduates trusted him; and none of the respondents who had some graduate
work trusted the superintendent very much. This was also substantiated
by Table 49. In this case, respondents answered the question, "Do you
believe the superintendent?", in the same manner as in Table 48.
Seventy-five percent with less than high school believed him; none with
some college believed; none who were college graduates believed, and
none who had done graduate work believed what the superintendent said.
It also appeared that respondents with more education heard the
context of the message. Twenty-five percent of the respondents with
less than high school stated the correct response, according to
Table 50. The correct response was stated by 71.4 percent of the high
school graduates; 86.5 percent of the respondents with some college
stated the correct response; 87.9 percent of the college graduates
stated the correct response, and 75.0 percent of the respondents who
had done some graduate work stated the correct response.
Analyzation of Findings
Schramm found that the sender of a message who was held in high
51
repute tended to influence acceptance of the message. Conversely, the
sender of a message who was held in a low repute tended to discourage the
receiver from accepting the message. This was substantiated by the
findings. Sixty-one or 66.8 percent of the respondents trusted the
newscaster, and 64 or 71.1 percent believed the newscaster. Thus with
^^Wilbur Schramm, Mass Communications (Urbana, Illinois:
University of Illinois Press, 1960), p. 299.
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trust and belief used as a measurement for high repute, 57 or 61.1
percent were influenced in their acceptance of the message. This
influence is attested by the responses to Item 5, "Rate the extent
to which you believe the reading levels can be increased." Further
substantiation is found in the data of the respondents from Group II
(negative); 12 or 40.0 percent of the respondents trusted the news¬
caster (who stated through subtle reporting that the reading levels
would not increase) and 12 or 40.0 percent of the respondents felt the
reading levels would not increase.
The converse of Schramm findings was also confirmed; 4 or 13.3
percent of the respondents in Group II (negative) did not trust the
newscaster; thus, they went against the opinion the newscaster purported.
Four or 13.3 percent of the respondents felt the reading levels would
definitely increase.
Though Schramm talked about a sender who was held in high esteem
having an influence on the acceptance of a message, the findings of this
study show that a sender also has influence on the audience's acceptance
or rejection of an individual. In Group I (neutral) 24 or 80.0 percent of
the respondents thought the newscaster liked the superintendent; of those
same respondents (Group I) 17 or 56.7 percent liked the looks of the
superintendent and 14 or 46.6 percent trusted the superintendent. In
Group II (negative)4 or 13.3 percent thought the newscaster disliked the
superintendent; of those same respondents (Group II) 4 or 13.3 percent
disliked the looks of the superintendent and 4 or 13.3 did not trust
the superintendent. In Group III (positive) 20 or 66.6 percent thought
the newscaster liked the superintendent. Of those same respondents
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{Group III) 20 or 66.6 percent trusted the superintendent; also, it was
found in Group III (positive) that 3.3 percent thought the newscaster
disliked the superintendent, and of those respondents, 3.3 percent
disliked the looks of the superintendent and 6.7 percent did not
trust the superintendent.
Lund investigated the order of topics in a message in which he
proposed that the first point of view on a given issue to which an
audience was exposed was likely to have an influence on the acceptance
52of the message. These findings were confirmed. From the data of the
respondents from Group II, who were exposed to the negative commentary,
12 or 40.0 percent felt the reading levels would not increase; 9 or 30.0
percent of the respondents of this same group (II), after hearing the
superintendent's announcement, stayed with their first point of view—
that, the reading levels would not increase. These findings were
further substantiated by 55 or 61.1 percent of all the respondents who,
after hearing the newscaster, felt the reading levels would increase;
51 or 56.7 percent heard the superintendent's announcement and continued
to support their opinion that the reading levels would increase.
Connell and MacDonald reported that persuasive communication
which employed threat appeals was less effective since the audience
53
tended to recoil, rather than learn or to consider. Conversely,
H. Lund, "The Psychology of Belief: IV. The Law of
Primacy in Persuasion," Journal of Abnormal and Social Psychology
20 (April 1925): 183-91.
53
Charles F. Connell and James C. MacDonald, "The Impact of
Health News on Attitudes and Behavior," Journalism Quarterly 33
(Summer 1956): 315-23.
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persuasive communication which employs "positive" appeals (threat
meaning "negative") would be more effective. In this study this would
be confirmed if the positive and neutral groups had a greater
percentage of respondents who felt the reading levels would increase
than the negative group who felt the reading levels would not increase.
This was substantiated in Group I (neutral) where 22 or 73.3 percent of
respondents felt the reading levels would increase; in Group III
(positive) 23 or 76.7 percent felt the reading levels would increase;
and while in Group II (negative) 12 or 40.0 percent felt the reading
levels would not increase.
CHAPTER V
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
Summary
The influence of the mass media upon the individual and
society is so extensive that most people do not fully understand it.
The media—television, radio, newspapers, magazines, books and
films--affect either directly or indirectly virtually every facet of
man's social and cultural environment. The mass media contributes
to social change, shapes attitudes and values, influences political
choices and molds buying habits. In our highly complex world, a
citizen must rely heavily on the mass forms of communication for
his knowledge of society.
The problem investigated in this study was in the area of
school public relations. The specific problem focuses on the ability
of newscasters to influence an audience's understanding or non¬
understanding, and acceptance or rejection of a school administrator
and his educational program through bias reporting.
To accomplish this study an attempt was made to answer the
following questions:
1. Do television newscasters influence an audience's under¬
standing of an educational program?
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2. Do television newscasters influence an audience's
acceptance of an educational program?
3. Do television newscasters influence an audience's
rejection of an educational program?
4. Does a positive conmentary by a newscaster on an
educational issue yield an acceptance by the audience on that
educational issue?
5. Does a negative commentary by a newscaster on an
educational issue yield a rejection by the audience on that
educational issue?
6. Does a positive commentary by a newscaster on a school
administrator's announcement change the audience's image of that
administrator?
7. Does a negative commentary by a newscaster on a school
administrator's announcement change the audience's image of that
administrator?
The hypotheses of this study were tested by the development
of a simulated newscast with comparison groups answering thirteen
questions based on their reaction to the newscast.
Broad generalizations were not made in this study, because
of certain variables over which the researcher had no control, other
than through randomization. These variables were:
1. The attitudes and opinions of the subjects from the
Washington, D.C., area towards superintendents of schools and education
in general (the superintendent of the D.C. Public Schools at the time
of this study was going through a bitter controversy with the news
community.
1022.The use of a simulated newscast which in itself was not
as influential as a real newscast by a real newscaster on a real
commercial station.
Conclusions
The following conclusions are based on the findings presented
in Chapter IV.
Television, which was the medium that individuals and
society at large relied upon for knowledge has also become a "green-
eyed" or rather "black and white" and "colored" monster, called
persuasion.
Based on the data given in this study:
1. Television newscasters DO influence an audience's
understanding of an educational program.
2. Television newscasters DO influence an audience's
acceptance of an educational program.
3. Television newscasters DO influence an audience's
rejection of an educational program.
4. A positive commentary by a newscaster on an educational
issue DOES yield an acceptance by the audience on that educational
issue.
5. A negative commentary by a newscaster on an educational
issue DOES yield a rejection by the audience on that educational
issue.
6. A positive commentary by a newscaster on a school
administrator's announcement DOES NOT change the audience's image of
that administrator.
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7. A negative commentary by a newscaster on a school
administrator's announcement DOES change the audience's image of
that administrator.
From the findings of this study it also appears that:
—The sender of a message who is held in high repute tends
to influence acceptance of the message.
—The sender of a message who is held in low repute tends to
discourage the receiver from accepting the message.
—The first point of view on a given issue to which an
audience is exposed is likely to have an influence on the acceptance
of the message.
—Men are more suspicious than women.
--Men are more pessimistic than women.
—There was a greater versatility of answers by Blacks
than by whites and Spanish surname. For the most part whites and
Spanish surname respondents seem to answer questions in the same
manner.
—The more education a respondent has the less they are
impressed by an individual's physical appearance.
—The less education a respondent has the more likely they
are to believe in the success of a program.
—The more education a person has the more suspicious they
are.
--The more education a person has the greater the awareness
of the context of the message is.
The findings of this study also indicate that there is NO
neutral commentary. The respondents in Group I (neutral) reacted for
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the most part in the same manner as the respondents in the positive
group (III). Thus, it appears that there are only two forms of
commentary--POSITIVE and NEGATIVE.
Recommendations
This study suggests to superintendents the need for good
relations between themselves and television representatives so that
the reporting to the community will be informative and unbiased.
This can be achieved through a school public relations
program which would encompass the following objectives proposed by
the American Association of School Administrators for a well-designed
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school public relations program.
1. To inform the public about the work of the schools.
2. To establish confidence in the schools.
3. To really support proper maintenance of the educational
program.
4. To develop awareness of the importance of education
in a democracy.
5. To improve the partnership concept by uniting parents
and teachers in meeting educational problems of children.
6. To integrate the home, the school, and the community
in meeting the needs of the children.
7. To correct misunderstanding as to the aims and objectives
of the schools.
^^Public Relations for American Scholars Yearbook
(Washington, D.C.: AASA, 1950), p. 17.
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Recommendations for Further Study
The collection and presentation of "educational" news is a
complex task. The use of the television medium further complicates
this task. Many people must work together with a high degree of
mutual respect and confidence as well as technical ability, if a
successful job is to be accomplished. Television newscasters and
school superintendents are key people in the process.
Further research should be conducted to ascertain:
--If the sex of the newscaster is different from the sex
of the superintendent, does this influence the audience's acceptance
of an educational issue?
—If the sex of the newscaster is different from the sex
of the superintendent, does this influence the audience's rejection
of an educational issue?
--If the sex of the newscaster is different from the sex
of the superintendent, does this influence the audience's under¬
standing or non-understanding of an educational issue?
--If the race of the newscaster is different from the
race of the superintendent, does this influence the audience's
acceptance of an educational issue?
—If the race of the newscaster is different from the
race of the superintendent, does this influence the audience's rejection
of an educational issue?
— If the race of the newscaster is different from the race
of the superintendent, does this influence the audience's understanding
or non-understanding of an educational issue?
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--If the race of the newscaster is different from the
race of the superintendent, does this influence the audience's image
of the superintendent?
Both the educational administrator and the television
representative by establishing sound patterns of communication,
might then be in a better position to contribute toward providing
for an enlightened and responsive citizenry toward the school program,
and helping to ensure that in this society the following quote
becomes a reality:
Education is an important element in the struggle for
human life. It is the means of having our children and
people rediscover our identity, and thereby increase
self-respect. Education is the passport to the future,
for tomorrow belongs to the people who prepare for it
today.
^^Malcolm X, Malcolm X Speaks (New York: Merit Publishers,
1969), p. 5.
APPENDIX
QUESTIONNAIRE GIVEN TO RESPONDENTS
APPENDIX
QUESTIONNAIRE GIVEN TO RESPONDENTS
Hello,
This questionnaire is part of a study being conducted by a
Doctoral Student, in the School of Education, at Atlanta University.
This study will look at the media and its relationship to educational
programs.
DIRECTIONS:
Look at the video tape and listen very carefully, because you
will be asked questions based on the tape. The questions that we
will be asking will call for you to give your opinion on an attitude
scale, like the one demonstrated below:
HOW MUCH DO YOU LIKE BASEBALL?
()()() (X) ( )
Love Hate
it it
In this example, the person has told us that he DISLIKES
baseball. Your responses should be made in a similar manner.
Thank you for your time and help.
PLEASE RESPOND CANDIDLY
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GROUP 1 2 3 (YOU WILL BE TOLD WHICH NUMBER TO CIRCLE)
ID NUMBER (PLACE THE LAST FOUR NUMBERS OF YOUR
SOCIAL SECURITY NUMBER)




ABOVE 50 ( )
SEX: Male ( )
Female ( )
RACE: Black ( )
Whi te ( )
Spanish Surname ( )
Native American ( )
Asian ( )
EDUCATION: Less than High School ( )
High School Graduate ( )
Some College ( )
College Graduate ( )
Some Graduate Work ( )
Masters Degree ( )
Work Beyond Masters ( )
Doctoral Degree ( )
Post-Doctoral Work ( )
no
DID YOU LIKE THE NEWSCASTER'S LOOKS?
( ) ( ) (
I loved
h1s looks
DO YOU TRUST THE NEWSCASTER?




DO YOU BELIEVE THE NEWSCASTER?




) ( ) ( )
I hated
his looks








THE NEWSCASTER QUOTED THE SUPERINTENDENT IN SAYING THE READING LEVELS
OF THE STUDENTS WILL BE RAISED:
{)()()()()
10% 0% 25% 100% 5%
RATE THE EXTENT TO WHICH YOU BELIEVE THE READING LEVELS CAN BE
INCREASED?
()()()()()
The levels The levels will
very definitely never be
can be increased increased






















DO YOU TRUST THE SUPERINTENDENT?














THE SUPERINTENDENT SAID THE READING LEVELS WILL BE RAISED IN THE NEXT:
()()()()()
6 Months 1 Year 2 Weeks 5 Years 30 Days
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